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FOR 1892, OR AN AVERAGE OF 


¢ ¢ ¢ ¢ 61,019 ¢ e cbe-§ 


COPIES FOR EVERY DAY IN THE YEAR. 


¢ ¢ ¢ 3,750,370 *« « « 


COPIES OF THE SUNDAY EXAMINER WERE PRINTED AND 
CIRCULATED IN 1892, OR AN AVERAGE OF 


 ¢ ¢ ¢ 72,122 ¢ ¢ ¢ ¢ 


COPIES FOR EVERY SUNDAY IN THE YEAR. 


¢ ¢ ¢ 3,084,500 ¢ ¢ © 


COPIES OF THE WEEKLY EXAMINER WERE PRINTED AND 
CIRCULATED IN 1892, OR AN AVERAGE OF 


¢ ¢ ¢ ¢ 70,860 «  ¢ 


« COPIES FOR EACH WEEK IN THE YEAR. 


¢ © ¢ 401,283 ¢ ¢ 


Advertisements were printed in the SAN Francisco EXaminer during 
1892, or nearly 15,000 more than during 1891. All of these figures 
show how much the EXAMINER is appreciated at home by those who 
know it best. 

If you contemplate placing your advertising on the Pacific Slope you 
cannot select a better medium or one which covers the Coast more 
thoroughly at the lowest possible cost than the SAN Francisco EXAMINER. 


186 & 187 World Building, 
E. KATZ, Eastern Agent, New bs it sn 
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Returns __ 


Of a most satisfactory character 





are what the Atlantic Coast Lists 





make its advertisers, especially to 





those using them by the year. 


rte 





Quarter of a cent a line a paper an insertion 
is the price for yearly advertisements occupying 
two or more inches of space. 

If 1,000 lines are engaged, to be used at the 
option of the advertiser during a specified time, 
they can also be obtained at a quarter of a cent 
a line a paper. 

Men of nerve and good judgment can make 
every thousand dollars invested in advertising in 
the Atlantic Coast Lists pay them double or 
treble. ; 

It is simply a question of nerve, good judg- 
ment and capital. 

The result is sure and satisfactory. 

1450 Local County Papers, reaching weekly 
one-sixth of all the country readers of the United 
States. 

One order, one electrotype does the business. 


Atlantic Coast Lists, 


134 LEONARD STREET, NEW YORK. 
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THE ADVERTISING OF CARTER’S 
PILLS. 


Mr. Brent Good, who owns the Car- 
ter’s Little Liver Pills business, the 
Lyceum Theatre, the Washington Mar- 
ket Bank and the Tutt Manufacturing 
Co., was born in Rochester, passing 
his boyhood in Canada. He started in 
business life as a druggist, and then 
became associated with Demas Barnes 
& Co., of New 


the lakes. I got the Carter pill busi- 
ness in 1879. 

**Cne thing that I consider materi- 
ally assisted towards the success of my 
goods, was the traveling I did. I 
traveled all over the couatry, not sell- 
ing goods, but seeing papers and drug- 
gists. I knew how to talk to the lat- 
ter, for I was in the retail drug busi- 
ness for five years myself, and served 
my apprenticeship.” 

““IT under- 





York. He made 
the success of 
Carter's Pills, 
and has a vast 
fund of inter- 
esting experi- 
ences to relate. 
I went to see 
this gentleman 
recently, and 
had the follow- 
ing conversa- 
tion with him : 

‘“* Mr. Good, 
I would like to 
have a little talk 
with you about 
advertising and 
proprietary 
medicines. I 
am sure the 
readers of 
PRINTERS’ INK 
will be as in- 
terested in what 
you say as 
shall.” 

“What do 
you want to 
know ?” 

‘* Well, how did you start in busi- 
ness ?”” 

‘*IT began in the house of Demas 
Barnes & Co. The first advertising I 
ever did was for Mustang Liniment, 
Lyon’s Kathairon and Magnolia Balm, 
in 1859. The next was for Drake’s 
Plantation Bitters, and this was the 
first really extensive advertising ever 
done. We covered the country from 
Maine to Oregon and from the Gulf to 








Mr. Brent Goon. 


i ae stand that you 
have a little 
museum in 
which are the 
imitations of 
Carter’s Pills 
that you have 
found ?” 

** Yes, and in 
New York and 
Brooklyn have 
been put up 
279. I have no 
idea how many 
have been put 
all over the 
country. Three- 
fourths of the 





druggists in 
Chicago have 
these substi- 
tutes.” 

“Do yov 
think you lose 
nruch business 


by these imita- 
tions ?” 

“Yes, we 
consider that 
we lose 50 per 
cent of our sales.” 

‘** How does this affect your adver- 
tising expenditure? Do you advertise 
less or more in consequence ?” 

‘* More—a great deal more—because 
we not only have to advertise our 
goods, but have to caution the public 
against substitutions. Weare spending 
$50,000 a year in doing this; all in 
addition to our usual appropriation. 
We are educating the public, too, and 
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people are beginning to insist upon 
getting the genuine Carter’s.” 

‘*Has Beecham hurt your sales by 
- coming over here?” 

‘*“No; there are just as many Car- 
ter’s or Wright’s or Morse’s pills sold. 
Beecham will find a market, of course. 
Tutt’s business, offered for sale, might 
have proved a formidable competitor 
if it had got into certain hands ; but I 
got the trouble out of the way by gain- 
ing control of that business.” 

** What is your experience regarding 
the introduction of American proprie- 
tary medicines into other countries ?” 

** Not particularly agreeable. I in- 
troduced my pills into Australia, Great 
Britain and India, in 1886. India is 
not a profitable territory. Australia is 
ali right, so is New Zealand. 

‘* It takes much more advertising to 
sell goods in England than it does 
here. The English people had a preju- 
dice against American medicines, but 
that has been entirely overcome. It is 
a much harder nation to convince— 
that is, more conservative, and hangs 
on to old customs and articles much 
longer. I wouldn’t go to England or 
Canada if I had my time over again 
and knew what I know now. Life’s 
too short, and the game isn’t worth 
the candle. 

‘“My first advertising in England 
was done by using immense posters on 
prominent walls and buildings. This 
caused sucha shock to the conservative 
English that the press there took it up 
and the organ of indignant English- 
men—the 7%mes—furiously denounced 
me. In this pastime the 7imes was 
assisted by the S¢. James Gazette, the 
Pall Mall Budget and other papers. 
The matter was actually carried into 
Parliament, and a bill was introduced 
to prevent a continuation of this griev- 
ous offense. The passage of the bill 
was preceded by weeks of discussion, 
and set everybody talking about Car- 
ter’s Little Liver Pills. It is not often 
that Parliament affords such a splendid 
advertising medium, and their rates 
are not high either. 

‘* New countries are not worth work- 
ing, for what success a man makes 
must be made individually. For in- 
stance, if I branched out into the Ar- 
gentine Republic, I must trust to other 
people to push my business, and they 
won’t do it as you want it done. Indi- 
vidual effort is what counts, and well- 
known houses go down invariably 
when the founders or promoters die or 
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sell out. History shows this, and A. 
T. Stewart's store is an instance. The 
founder of a business grows up with it, 
and has it all at his fingers’ ends, and 
his loss is irreparable.” 

‘What do you think of illustrated 
testimonial advertising ?” 

‘*T don’t like it, and never would 
use it, although I have often been ad- 
vised todo so, It tends to cheapen an 
article, and is undignified. If I had 
some sensational thing, a hair restorer, 
or even a liniment, I would try it; 
but mine is a staple article, one that 
people have to take into their stom- 
achs, and that they are not going to do 
at the recommendation of ignorant 
strangers. 

** My advertising has consisted wholly 
of display ads and my trade marks, 
the crow and the design, Carter’s Little 
Liver Pills, used in connection with it. 
As I told you some time ago, I have 
been granted a copyright on this de- 
scriptive title, and this precedent, thor- 
oughly substantiated, will enable others 
to get similar copyrights.” 

‘**Is there much difference between 
the advertising rates of American and 
English papers ?” 

‘*No, very little, except in illus- 
trated papers, which are cheaper here. 
But illustrated papers I never use, for 
the matter in them, I think, is seldom 
read. People buy them for their pic- 
tures, and that’s all.” 

“Did you find that the English 
methods of doing business differed 
much from ours?” 

‘* They are radically different. You 
can’t do anything direct—here, you 
know, I do all my advertising direct. 
You have got to doit in the English 
way. I tried for two years to do busi- 
ness in the American fashion, but I 
found! couldn’t. There are no special 
agents over there, and very few papers 
that will take an ad from you. You 
must do advertising through an agent 
like Mitchell, or Crossley, Moir & Co. 
The latter concern does all my English 
business. 

‘* Everything is done per insertion, 
and not by the year. Suppose I want 
a lot of country papers, I get them, 
and am billed and charged for each 
paper separately, per insertion.” 

‘‘This must mean a most formi- 
dable lot of figuring.” 

“Ves, but I prefer it. If I were in 
Leeds and saw my ad in a paper there, 
I could change it right away, if I 
thought it was not doing good work, 
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Then the agents in England are quite a 
satisfied with their legitimate ten per 
cent, and do not attempt to make 
more. 

‘* Trade there is very much local- 
ized, and the people patronize their 
local tradesmen.” 

‘Is it difficult to cover England 
well ?” 

‘*No, there are only about two 
hundred and eighty papers there you 
want—that is, for careful advertising. 
When you have got those you have 
well covered Great Britain. That 
means England, Scotland and Wales. 

‘* There is one point about advertis- 
ing in England. You have got to do 
more advertising, for there is more 
advertising done there, but a proprie- 
tary medicine once established stays. 
Now, if the advertising of Beecham’s 
Pills were shut off to-morrow, the busi- 
ness is good for Beecham’s great-grand- 
children. Winslow’s Soothing Syrup 
is not advertised one-tenth of what it 
used to be, yet they do just as good a 
trade.” 

** Do you sell your pills in England 
for the same price that you do here?” 

‘*T have to charge more. You see 
we have to put the Government stamps 
on. On a twenty-five cent medicine 
the stamp is three cents ; that is, four 
dollars and thirty-tw> cents a gross. 
On fifty-cent medicines the stamp is 
six cents, and on dollar medicines, 
twelve cents. 

** But, as I said before, I would not 
go there again. There is plenty of 
trade in this country for everybody. I 
got into the English business and had 
to fight it out. I fought it out and 
succeeded.” 

————— 


TRACING RESULTS. 


‘By W. W. Jackson. 

(Adv. Mgr. Edwin A. Jackson & Bro.) 

** Speedland,” in issue of Dec. 14, 
speaks of the several ways of keep- 
ing track in the mail department of re- 
turns from advertising. He fails to 
mention, however, one of the schemes 
which, to me, seems the most satisfac- 
tory and simple. It is similar to the 
‘*room number system ”’ or the “‘ initial 
letter scheme,” but in this case the 
number or letter is associated with the 
article, rather than with the address. 

Where advertisers have a descriptive 
list, catalogue or primer (ard there 
are few firms who can make sales 
without them), a different letter or 
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numeral is given the circular for each 
publication. Thus, the readers of Har- 
per’s send for Catalogue A, and the ad- 
mirers of 7ruth call for Circular No. 
10. 
If there is no printed matter, and 
the goodsare sold direct, the subscribers 
of the Cleveland World send $20 (this 
is merely hypothetical) for Rochester 
Lamp No. 12, while the Washington 
Star friends secure for the same 
amount Lamp No. 83. This makes 
the distinction in the letters. Now 
for the recording. 

Each advertising medium has space 
in which, under proper heading, the 
name and address of each applicant is 
entered, with the date of arrival. If, 
as is to be expected, orders result from 
these calls for, and receipt of, informa- 
tion, a red line is ruled under the 
cherished name. 

By this method, one knows the 
number of inquiries from not only each 
medium, but each insertion. Thus, one 
finds the playfully written ad of one 
week was popular in the West, but 
that the concise statement the follow- 
ing issue pleased the Bostonians better. 

Second, one learns the real value 
from the orders received. Often a 
medium causes many inquiries (prob- 
ably from young boys and aged girls), 
few actual sales. Another may make 
little display in the number of letters, 
but reach more earnest people. 

Third, if ata future time one wishes 
to make announcements by another cir- 
cular to those who have already shown 
interest, the list is at once secured. 

Perhaps for dealers in articles of 
small value, where the amount of each 
is small, and the number of letters 
large, this may not pay. For a stand- 
ard article, it has undoubted value, and 
the time is well spent. Itis a laborious 
and expensive system, but the only 
accurate one. 


—> 


A Bad Blunder.—Magazine Office 
Boy: Oh, there’s been an awful time up in 
the editorial room to-day. 

— Manager—Eh! What's the trou- 
ie? 

Office Boy—The janitor made a mistake, 
and put the ‘“*‘ No Admittance” sign at the 
subscription office, and the ‘*‘ Welcome” door 
mat in front of the editor's room.—Boston 
Traveler. 


Had Been Paid For.—Editor: You 
say you want a check for some jokes you left 
here two weeks ago? Why, those jokes have 
been paid for. 

Mr. Chestnut— How long ago, sir ? 

Editor—Oh, about fifty or a hundred years, 
I imagine.—Z ife, 
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the magazines in the same month is 
wasting from one-quarter to one-third 
‘By Wm, H. Maher. of the money invested that month. 


A question that may be taken into | Having this in mind I never used 
consideration by every advertiser, after the same copy in the three leading 
he has made up a list of papers and Magazines the same month and the 
magazines in which to advertise, is; letters were not few that read: ‘I 
How many of these can I omit and yet don’t know which knife will suit me 
reach the same people ? In other words, best, the No. 54 in Harper's or the 
how many and which of these are read No. 74 in Scribner's, 
by the same family? He wants to Inthe December 1¢, 1892, number 
reach that family, but if he can do it Of Home and Farm, published at 
by advertising in one paper or maga- Springfield, Mass., is an item bearing 
zine he is wasteful of his money to pay Upon this question, though at first 
three mediums to get the same ad blush one would suppose it to be a 
before the one reader. very hollow fraud. Yet the character 

Are you in doubt of the necessity for Of the paper is such that the item is 
this? You would not be if you were entitled to credence and respect until 
doing a large mail business and adver- we know to the contrary. But one 
tising in a list of papers and maga- wonders what kind of a man Mr. An- 
derson must be to feed on such mental 


zines. d . 
Here is the item: 


Our key by which we proposed to pabulum. 





know where our readers came from 
was the use of a different street num- 
ber in each advertising medium, never 
using the right number in any ad. 
Our number for Scribners’ was 58, for 


Tuis Beats Att.—By some error of the 
letter carrier,a copy ot Farm and Home 
was left at my home to-day. I am a regular 
subscriber of the New York Herald, World 
and Sum, the Providence News, Telegram 
and Yourna/, the New York Dramatic News, 
Mirror, Clipper, Town Topicsand Mercury, 





Harper's 63, for the Century 74 and Boston Heraldand Record, Peck's Sun, De- 
so on. When starting out with this troit tng Pute eo San Francisco A/ta St 
: ° ae Jornian, besides other papers which I buy 
— 1878 It eg ce my byes: casually, but none of them have pleased me 
that the same reader would See the ad go wellas the copy of Karm and Home whict 
in two different papers and be puzzled accidentally fell into my hands to-day 
by the contradicting numbers, but he Strange eng | oar ogee with shame) I hac 
did a aes ft salad nord % never even heard of your very interesting 
id, and we were olten called up OT paper before, and I thought I was pretty well 
explanation. posted as torealable publications, too. I have 


Watching this feature, we were very this day instructed my newsdealer to supply 
- : me with it regularly, and regiet not having 
soon impressed with the fact that the had it before.—M.'W. Anderson, Provi- 
average family, of intelligence suffi- dence, R. /. 

cient to take a paper, rarely confined With this subject in mind, I once 
itself to one paper, as it did twenty kept memorandum of incidental men- 
years before. I can recall a score of tion in orders of the senders having 
families, well to do, with whom I was seen our ad in more than one medium. 
acquainted, where the only paper sub- I never found one that could compete 
scribed for was one general weekly, with Mr. Anderson, but I found many 
like the Hartford Courant or New who gave a list of five or six papers or 
York 7ribune. Where the people magazines they received. My memo- 
were better educated cr more advanced randum shows that thirty letters men- 
they had, in addition to this, a weekly tioned having two general weeklies, 
religious paper. two agricultural papers and a special 

Nowadays, partly through the spe- household paper. 
cial efforts of locai subscription agents Twenty-four others took three gen- 
and the getters up of clubs, through eral weeklies. 
the giving away of free samples and _ Forty-one mentioned reading our ad 
the reduction in the price of subscrip- in two monthlies. 
tion, the reading family that takes but Eleven said they saw it in three 
one paper is the exception, and the magazines. 
general advertiser who goes intoevery Seventy-two spoke of taking a farm 
paper is making an unnecessary outlay. paper and two general weeklies. 

When we go a step higher to the A leading bookseller in this city tells 
readers of the monthlies we will find me that the people who buy two or 
that what has been said above applies three magazines every month will out- 
here with greater force. The adver- number those who buy but one. 
tiser who has the same ad in each of |The advertiser who sends out the one 
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copy for all his advertising for the one 
month loses the excellent opportunity 
given him to spread a variety of work 
before the constituency that reads sev- 
eral of the publications in which he 
advertises. These readers are as crit- 
ical of an advertisement as they are of 
a story, and soon learn whether they 
are to look for original matter every 
issue or not. 

The man who desires to advertise 
economically and to make a moderate 
expenditure go the farthest possible can 
very profitably examine into the ques- 
tions: Which are the leading papers 
in their class; what the methods used 
in gaining subscribers, and what papers 
have special fields of theirown? He 
can then make a select list that will give 
him the best returns for the money ex- 
pended, and he can be tolerably sure 
that he is not wasting money by paying 
to reach the same family in more than 
one medium, 

a ae 


SOME GOOD ADVERTISERS I 
] 


NOW. 
By Fohn Ernest McCann, 


One of the first of advertisers who 
yearned for notoriety was Alcibiades, 
who lived about 2,300 years before 
Robert Hilliard, Berry Wall and Mar- 
shall Wilder. He was not the propri- 
etor of a patent medicine. He had 
no soap to market. He had never 
been interested in a $3 shoe, and he 
had no bicycle to boom. Yet, to be 
talked about, among the ladies and 
gentlemen of Athens, he once cut the 
tail off of a very expensive dog. His sin 
was vanity, and, like nearly all vain 
folk, he was weak and vicious. No- 
body ever found any of his morals, be- 
cause he never had any. But he was 
original in his efforts to be talked 
about. 

Energy in advertising, without in- 
vention, is, ninety-nine times in a 
hundred, a wasted force. Invention is 
the novel and skillful arrangement of 
old and familiar material. There may 
not be anything new under the sun, 
but you cannot make an advertising 
expert think that there isn’t. And 
what he thinks he can make the adver- 
tiser and public think. 

I am not of those who think that an 
article without merit, no matter how 
well advertised, can never be success- 
ful. Persistent and generous advertis- 
ing can make water sell for wine ; can 


& make the public believe that a fifth- 


class literary man is in the first class ; 
that a driveler of the ideas of the long 
dead is a poet; that an adapter of 
plays is a playwright; that a bad 
actor, who should thank God for $30 
a week, is a star; and that South- 
ampton pants are worth $3 a pair. 

I think that the best advertiser the 
world has known was named Napoleon 
Bonaparte. Boundless vanity was be- 
hind all of his advertising methods, 
His advertisements were the costliest in 
history. They were wars, The same 
principle that induces the third and 
fourth-class actor to wear loud clothes, 





to get into bar-room fights, to try to 
occupy both sides of Broadway during 
a promenade, and to insist upon hav- 
ing a table next the window in the 
Hoffman Cafe, or Delmonico’s, or the 
St. James, induced Napoleon to go to 
war—to be talked about. Napoleon's 
bulletins were to him what the actor’s 
press notices are to the actor. 

Byron was another past-master in 
the art of advertising. When he felt 
that he was being neglected, a judicious 
press notice, in the shape of an im- 
portant news item, was not long in 
getting into the London papers. 

Lester Wallack had a seat away 
down near the stage, on the aisle, when 
artistic advertising methods were given 
out. So had Paderewski. But hair 
alone has made the latter great, in the 
public’s eye. He is great, and would 
still be great without his hair and stu- 
dious melancholy; but the public 
wouldn’t think so. Find Paderewski’s 
equal in any part of Europe, in his 
art; let him have a plain, common- 
place face and half-inch hair, and then 
trot him out before the public. He 
would last for one consecutive night, 
unless his manager had faith and a big 
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bank account, and a first-class adver- 
tising man, Hair is advertising. A 
well-known New York editor told a 
very particular friend of mine, not long 
ago, that he would bet $1,000 that his 
friend would be famous in two years if 
he would do as the editor advised. 

** Well, what is it ?” 

‘* Let your hair grow.” 

That was the order. Of course, my 
friend didn’t obey it. If he had, he 
would be on the road to wealth now, 
instead of writing this article, and ad- 





vertising himself as a writer of incom- 
parable advertisements. 

A worker anda man like Berry Wall 
differ in this respect, as self-advertisers. 
Mr. Wall advertised himself to gratify 
his vanity. A worker advertises him- 
self to gain reputation. Reputation 
means money. Money means Easy 
street. 

The best advertisers I ever knew 
personally were, and are, Robert 
Hilliard, Marshall Wilder, Wilton 
Lackaye, Colonel Cockerill and Rich- 
ard Harding Davis. Each of theSe 
can give points to the modern expert, 
and then best them. I have written 
about one thousand advertisements 
since September last, which I think 
pretty good ; but they would be very 
good had one of the above persons 
been at my elbow. Mr. Hilliard is, I 
think, the artist of the above group. 
Mr. Wilder is too palpable. Mr. Lack- 
aye too sputtering. Mr. Davis too 
recent, too Wanamaker, too Phila- 
delphian. But Mr. Hilliard is pathetic, 
comic, pushing, ingenuous, jolly, hand- 
some, airy, debonair, inventive, calcu- 
lating and well-trained. What Mr. 
Fowler is to business men, Mr. Hilliard 
is to himself. He is never discouraged 
if the first of a set of his advertise- 
ments do not pan out. That is where 


he and a few business men I know dif- 





fer. They ought to take a leaf from 
Mr. Hilliard’s book and stick to it. 

I was talking the other day with a 
very old lady out in Dorchester, Mass, 
She hasn't seen a theatre in forty years, 
and takes no interest in actors or act- 
ing. Yet ‘* Bob Hilliard” wasa name 
to her. She knew that he wasan actor, 
Suppose he had been discouraged when 
his first attempt at advertising was a 
failure? He wouldn’t be known as he 
is to-day all over the United States. 
The results of his advertising are; 
Known all over the country; work 
forty weeks out of fifty-two, and $175 
per week, when actors, just as good as 
he, are glad to get $50 per week and 
engagements when they can. 

The first advertisement I wrote was 
very discouraging to the advertiser, a 
Boston hatter. To keep him in good 
humor I gave him this: 





HATS 
Are like charity, for they cover a multitude 
of sins. They are like successful men, for 
they are always at the top and in the public's | 
eye. They are like a poor old man, for ! 
they are always worn out; and they are 
like women in our hours of trial and tribu- 
lation, for what would we do without 
them? The oldest things in hats are heads. 
The finest thing in hats is felt. The great- 
est things in hats are the bargains at Uncle 
John’s Hat Store. | 


| 








For three months after, I wrote that 
man’s advertisements. Wasn't that 
Advertising as a Fine Art? 

Now, here is an advertisement with- 
out art: 

WE HAVE 
A lot of second-hand 
tooth-brushes for sale 
cheap during the holidays. 
RATTLER & Co, 
Steen Tremont Row. 

Most of us want our tooth-brushes 
first-hand. That advertisement was 
written by a Ward McAllister. A 
Bernhardt would never have been 
guilty of it. Mr. McAllister is a 
bungler. In ail his work he never 
once approaches art. Bernhardt never 
gets away from it. Neither does Jack 
the Ripper. I can see the latter, in 
my mind's eye, looking, with ineffable 
contempt, at our puny efforts in the 
advertising line. He is possessed of 
the vanity of the devil. Vanity 
prompts him to advertise his skill, 
although he must eat his heart out 
when he fears that another will get the 
credit of his work. His vanity may 
yet urge him to proclaim himself, 
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CIGARETTE ADVERTISING. 


AN AUTHORIZED INTERVIEW WITH MR. C. 
G. CLARKE, ADVERTISING MANAGER 
FOR THE ADMIRAL CIGARETTE, 

The best way by which to advertise 
any new article is a matter that is very 
difficult to decide, and in the case of a 
cigarette doubly so. The matter is 
exceedingly arbitrary, but all advertis- 
ers have their ideas and I naturally 
have mine. I may be wrong, but 
judging by the returns that we receive 
from our advertising in the way of 
rapidly increasing sales of Admiral 
Cigarettes, I don’t think I am far out 
of the way. 

It was not an easy task to success- 
fully prepare a cigarette advertising 
campaign, owing to the existing con- 
ditions. An immense amount of 
money was necessary, and we had in 
the field a most formidable rival in the 
shape of the American Tobacco Com- 
pany. This company (or trust) had 
grown wealthy within a very few years ; 
its goods were known far and wide, 
and its power had increased to such an 
extent that it not only bought tobacco 
at practically its own price, but dic- 
tated terms to its customers—the re- 
tailers—in such a way that they had 
to obey or practically quit selling 
cigarettes. 

Under these circumstances it was 
difficult to decide upon an advertising 
policy for a concern which, though 
rich, was to compete with another 
worth nearly twenty times as much. 

The ideas I hit upon were neither 
new nor exactly original, probably, but 
they seem to work. They were to use 
about all the good mediums there were 
—newspapers, horse cars, ‘‘L” cars, 
‘*L.” stations, biil-boards and circulars 
to the trade and flyers to the con- 
sumers. 

We only began advertising the latter 
part of December, and at present we 
are simply working New York and the 
surrounding territory within a radius 
of twenty miles of the city. 

We have a reading notice in every 
morning and evening paper in the city, 
and we advertise in every good Sunday 
paner within the twenty-mile limit. 

We have no display ads. They are 
good for certain articles, but for intro- 
ducing something new, and especially 
a cigarette, I think there is nothing 
better than a five or six-line reader. 


4 
A Later on, when we are more widely 


known, we will use display space. 


Our paper is on the bill-boards all 
over New York, Brooklyn and Jersey 
City, and we have space in 2,700 horse 
cars in these three cities. The ‘* L” 
cars and ‘‘L” stations are also 
adorned with our printed matter. 

Our newspaper ads are written with 
a view to interest the best class of 
people. To be sure, a great propor- 
tion of the middle and lower classes 
smoke cigarettes, but they are not 
newspaper readers as a rule, and we 
have to reach out for their trade in'a 
different way, 

Over in the east side of New York, 
among the foreign classes, cigars are a 
rarity, and cigarettes are the popular 
smoke. Many Hebrews, Russians and 
others roll their own cigarettes, to be 
sure, but this custom is rapidly disap- 
pearing, as cigarettes are now sold at 
such a small sum. 

We advertise in Russian, Hebrew 
and Italian papers, and distribute fly- 
ers with pictures of illustrious men of 
the different nationalities. 

We also employ salesmen of different 
nationalities, who cover the different 
foreign local districts. 

We are preparing a number of pic- 
tures which will cost $100 each and be 
on exhibition in store windows. They 
represent a woman, dressed in an ad- 
miral’s uniform, in the rigging of a 
ship. The easel on which the picture 
will stand represents the masts and 
rigging of aship. We are also to use 
French automatical figures, which will 
be placed in store windows. All these 
novelties and accessories are considered 
simply as aids to our newspaper adver- 
tising. 

It has been the custom of many 
firms to give away samples of cigars 
and cigarettes which were being intro- 
duced. I don’t approve of this. A 
large proportion of samples fall on 
barren ground, and the custom hurts 
the business of the retailer far more 
than many people imagine. 

My policy is to dispense with sam- 
ples, pictures, chromos and coupons, 
and to give the consumer a good arti- 
cle at a fair price. We are also anx- 
ious to protect the retailer as far as 
possible. 

I have no advertising appropriation 
as yet, but at present we are paying 
the local papers $15,000 a month. I 
consider newspaper advertising indis- 
pensable to success, but it has many 
adjuncts that have to be carefullv 
looked after, 
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An Advertising Tour. age. 


Horace Greeley’s celebrated advice 


S’ INK, 


The announcements of both of 
these firms, if I mistake not, are done 


by the same person. ‘They are char- 


to ‘‘Go West,” has evidently had no acterized by a very small amount of 


effect upon that much maligned indi- 


reading matter for the space occupied 


vidual, the advertising expert. ‘he and present a tasteful typographical 


expert may not always succeed in ac- appearance. 


complishing anything of importance, 
but his work always bears the mark of 
trying to do something. In the far 
West the loca! advertisements do not 
bear even that indication. The papers 
of the principal cities on the Pacific 
coast are rather remarkable for the 
barrenness of their 


These advertisements are 
usually enhanced by dainty outline cuts 
of the articles advertised, making a 
pleasant substitute for the ‘‘ stock 
cuts” ordinarily found in such ads. 
Both of these concerns issue pretty ad- 
vertising books, which some of my 
readers may care to send and get. 
The furniture 





advertising col- 
umns. In San 
Francisco, for ex- 
ample, one may 
search the dailies 
in vain for adver- 


\Given Away 


1000 Pairs 








Our Clothing is 
and will fit you to-a 








MONDAY, 


Mov. 
ison” 


uw. % 7 
TODAY entries will close for the Se 
, berban Macdicap bf the Covey Island 
206 © Soring-at |) }Jockey Clad, to be rum at Sheepshead 
(es Angehe Bay in Jane west. 
‘The nominations this year show a0 
increase of interest ia the event. To 
the total of the stakes, which will 
Ne & large apount, the club 
Gearagioes $25,000 added money 
. The face test year was worth about 
tisements that ap- | 130.000 wie wisser 
You are always wincer when you boy 


pear to have some |r sass secstee eo te 
wees and ene [OSS cn co eee 
put into their com- 














Masicure and Smoter'sSets, Giove and 
‘Banduerchiet Cores 





offer yous 













position. The lo- aK pr con incon on ey of te 
tape eacieonmicaginceye tee 

cal dealers seem | peomyecccaiteyorsrna 

to have a good deal 1108 Opege 


of faith in the 
power of printers’ ink ; in fact, so great 
is their confidence that they are willing 
to take their chances with the most 
unprepossessing kind of ads. 

* 


* * 

Of course, there are some exceptions, 
and a sweeping condemnation of the 
advertisements of the far West would 
not be just. In San Francisco, for ex- 


ample, the work of the California Fur- - 


niture Co. and Hammersmith & Field, 
jewelers, is decidedly above the aver- 





te 


house should be 
addressed at 117 
Geary street, and 
the jewelers at 118 
Sutter street. 








Well Made 
















WAVING A GOOD TIME |: 
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Oe ot Covemete 
ROUND TRIP TICKETS 
From Lov Angeien Passdérns, Fomone Saq 


From one of the 
latter firm’s an- 
nouncements I re- 
produce a heading 
on a small scale. 
This was. followed 
by a list of articles 
from which buyers might choose. This 


Uw imclocing ove 
eed E26 rao rouge ins ot 


street, oF wt First atrey 
ponte with bowel raster 
2B. 8. BARCOCK. 

‘Manage: Borel de1 Cormmade. 








TO____ eee, 
Give 
Give 
Give 
16 fe 
Girl 
Girl 
Girl 





may seem like extravagance of space in 
a high-priced medium ; but I can bear 
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witness to the advantage with which 
this stood out among its crowded 
neighbors, 


*  # 

Some of the California dealers are 
rather successful with their head-lines. 
An Oakland shoe dealer has this: 

My! How wet my feet are! 

Smith’s Cash Store, in one of its 
announcements, starts out with an 
alleged account of ‘* Aunt Jemima’s 
Quilting Party” in big gothic type. It 
is then demonstrated that all of the 
‘things to quilt with, things to eat, 
things to work with,” were bought at 
the advertiser’s place of business. A 
San Jose firm has a display extending 
across several columns to the effect 
that: ‘‘ Schemmel & Pfister want $20,- 
000 at once.” This may be good bait 
for persons who are looking for bar- 
gains, but it would not be strange if it 
should also serve the purpose of alarm- 
ing the advertiser’s creditors, 

* 4 * 

Of the other California cities, Los 
Angeles seems to lead in the attractive- 
ness of its newspaper ads. I reproduce 
a number of these which are, perhaps, 
not wonderful, but which show that 
some thought has been bestowed upon 
their preparation. The cut in the Kan 
Koo announcement, I believe, is fur- 
nished by an Eastern syndicate, which 
makes a specialty of a daily service of 
advertising cuts, each picture being 
appropriate to the date it bears. In 
the way of a facetious illustration, the 
one used in the jeweler’s announce- 
ment is much better than the ordinary 
run. The Coronado advertisements, 
which have been appearing in many 
papers besides those of Los Angeles, 
seem to be uniformly good; but my 
fancy was particularly caught with the 
heading used in the one selected for 
reproduction. It combines the virtues 
of the direct and indirect styles of 
advertising—a form which Mr. N. C. 
Fowler has declared too difficult for or- 
dinary use. One of the curious things 
I noted about the Los Angeles adver- 
tisements was the number of Chinese 
doctors who believe in printers’ ink. 
Among those whose cards in the news- 
papers caught my eye were Dr. Wong 
Ifim, Dr. Hong Soi, Dr. Wong and 
Dr. Wong Fay. 


* * 

In Oakland, as in other places along 
the Pacific coast, the quack medicine 
ads are a feature of the papers. It is 
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rather a significant fact that the under- 
takers should also be unusually large 
patrons of the papers in these locali- 
ties. In Oakland their cards fill 
nearly one-half column of space. It is 
not strange that into this town, which 
is one of the suburbs of San Francisco, 
the fame of the De Long Hook and 
Eye advertisements should have pene- 
trated. Thus we find in the local pa- 
pers this palpable imitation : 


See 
‘That | 
| Brush?| | 


BUSWELL’S 


- [MixedPaint 


} 
| 1S READY FOR THE BRUSH. 
| 


NOW 


Is the Time to Paint. | 





That reminds me that the De Long 
ad is proving a favorite subject for 
parodists. Some time since a con- 
tributor sent me the following sugges- 
tion, and I see that the H-O people 








SEE THIS 
2 HUMP! 


It came from eating 
H-O 


thought the idea good enough to use, 
for it now appears in their signs in 
the Brooklyn Elevated roads; but they 
have rather weakened it by substituting 
for the figures of the comical little 
brownie an old man with an abnor- 
mally developed paunch. In_ this 
form it has a decidedly vulgar look. 
*® 

Portland, Oregon, is another Pacific 

coast city, and considering its import- 
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ance it is a little singular that it should 
not make more of a show with its local 
advertising. The clothier Kohn uses 
some very well drawn illustrations, and 
the following, in conception and exe- 
cution, is quite up to the average of 
the Rogers, Peet & Co. work. The 


GLOSING-OUT SALE! 


OVERCOMT 
OVRRCOA 


<¢-FINEST-be 


New York Tailor-Made Over- 
coats now at actual 
cost 





matter accompanying it, however, is in 
the old stereotyped style. The two 
cosmetic announcements, grouped to- 
gether herewith, afford a fine object 
lesson in advertising. The cut as 
first used appears on the right; the 
advertiser seems to have recognized 
the wretched showing it made in the 
papers, and has effected a decided im- 
provement in substituting the block 
shown on the left. 
- 


The well-known actress, Lillian Rus- 
sell, lately made an unsuccessful trip 
to the West, and seems to have shown 
spite in severely criticising the people 
of that locality. A Portland advertiser 


PRINTERS’ INK. 





turns this fact to account in the follow- 
ing ingenious way, and I dare say his 
announcement was of general interest: 
LILLIAN RUSSELL, 

the actress, says there is no Sunday west of 
the Missouri River and no God west of Colora- 
do. We trust that Lillian has been incorrectly 
reported, Possibly her mind has been pois- 
oned by the returns from the box-office. At 
any rate, the West can spot snide actresses 
as well as a good, pure, wholesome, unsweet- 
encd cream, as has been demonstrated by the 
cordial reception in the leading markets of 
Oregon and Washington of the 


ST. CHARLES EVAPORATED CREAM. 


*  % 

For abank advertisement the follow- 
ing is in a decidedly new vein. The 
first impression it conveys is that the 
article advertised is Pillsbury’s or some 
other brand of flour. 










BROADWAY 
NearMinth St. g 
Ly ‘3 


BANK’ 


The fact that local advertisers in the 
far West are not making better use of 
their opportunities has one encourag- 
ing feature. It gives the general ad- 
vertiser a much better chance to secure 
the attention of newspaper readers and 
impress the merits of his goods upon 
their memory. 
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CATCH ADVER- 
TISEMENTS, 





There is a story told 
of a shrewd English- 
man who offered to 
explain, for a very 
small consideration, 
how a great deal of 
money might be saved, 
and when the unwary 
had transmitted the 
fee, he received in re- 
ply: ‘‘ Never pay a 
boy to look after your 
shadow, while you 
climb a tree to look 
into the middle of next 
week,” 

Another advertiser 
told his clients more 
succinctly: ‘‘ Never 














conten es 


weet nein 
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answer an advertisement of this 
kind.” 

If counsel of this sort had been 
taken by the world at large, the eager 
agriculturist who enclosed a fee for 
information as to ‘‘ How to raise 
beets,”” would have been spared the 
chagrin of receiving in return the re- 
cipe: ‘‘ Take hold of the tops and 
pull!” 

Another genius advertised in the 
Chicago 7ribune : ‘* Sure way to kill 
potato bugs. Send twenty two-cent 
stamps to X. Y. Z. for a receipt that 
cannot fail.” It read, when received : 
‘** Put your bug on a shingle. Then 
hit it with another shingle.” —Brewer. 

—__~4+ + ——_—__——_ 
SOLICITING AS AN ART. 


‘* Your ads, sir, are a credit to your 
house,” observed the solicitor to the 
member of the firm who dispensed the 
advertising. ‘* They are so good they 
must succeed.” 

“IT am glad you think so,” mur- 
mured the advertising manager. 

‘* Ves, sir, they are fine. In point 
of typographical display, convincing 
matter, unerring selection of mediums 
and skillful selection of position, 
never saw them equalled.” 

‘ Really, really, you flatter me.” 

‘*No, indeed, I only repeat what 
everybody says. Now, the ads are 
changed so judiciously, too. Never 
left too long, and never removed pre- 
maturely. If everybody understood 
the science and art of advertising so 
well, there would be no failures and 
complaints. I noticed one of your ads 
in the Suz the other day—positively 
the finest thing I ever saw.” 

‘*Did you see that double-column 
display in the /era/d ?” 

‘*Well, I should say I did. It 
made me go and buy a—myself, though 
I did not need one, You can’t resist 
such ads as those.” 

‘* Here is an ad I am just writing 
for the weeklies, what do you think of 
it?” 

‘*T—er—I beg your pardon. I did 
not know you wrote those ads,or I 
wouldn’t have praised them so to your 
face ; but even if I do say it before 
you, they’re the best in the papers. 
This ad? It’s equal to the rest, and I 
cannot give it higher praise than that. 
It has the conciseness of Powers, the 
diction of Dana, and the typographical 
art of DeVinne.” 

‘* What are the rates of your paper ?” 


** Twelve and a half cents a line.” 

‘** Well, I did not intend to go into 
your territory, as we are concentrating 
our advertising, but I will make an 
exception with you. Make out a con- 
tract for twenty-five hundred lines.” 

‘** Thank you ; good morning.” 

**Good morning.” 

aaesinnindaslgilaatiaas 
ONLY ONE FAULT. 
CATHLAMET GAZETTE, ) 
CaTHLaMer, W ash., Dec. 28, 1892. { 
Evjiter of Printers’ Ink: 

The only fault with Printers’ Inx I find 
is it has got me into a bad habit of reading 
while I eat. 





amine ours, 
— {. CorNwat.t. 


CONSANGUINITY SUGGESTED 


New Y York, Jan. 18, 1893. 
Editor of Printers’ Ink: 

In your issue of January 18 you seem to 
commend an advertising agency for compress- 
ing a ten-line advertisement into nine lines’ 
space. if nine lines are as good as ten, 
would eight be as good as nine? Seven as 
eight? And so on? Don’t you think that 
occasionally there is a relationship between 
saving and swindling? Respectfully, 

A ComPETING ADVERTISING AGENT. 
ae 

An Old Acquainance Identified.— 
*“Do you know that Justice Guffy writes 
poctry ? 

* Does he? Why he must be the ‘ poetic 
justice’ that we hear about.”—Smth, Gray 
& peg Monthly. 


‘Chicago society is getting very lit- 
er: as | nowadays, isn’t it?” 

Well, I should say so! Why the stock- 
yards magnates invariably refer to each other 
as ‘my brother penmen’ now.” — Zhe Clud. 


Who held the pass of the Ther- 
mopylz against the Persian host ?’’ demanded 
the teacher. And the editor's boy at the foot 
of the class spoke up and said: ‘ Father, I 
reckon. He holds an annual on every road i in 
the country that runs a passenger train,”’— 
Lowell Times. 

a ee 
WANTS. 
Advertisements under this head, 6 lines (36 
words) or less, one time, $1.00. 


VW ANTED- Agency for good novelties to sell 

throagh ¢ the mails. Address J. F. BABOOCK, 

Brunswick, O 

\ * ANTED—Canvassers to obtain subscriptions 
and advertisements Address PRINTERS’ 

INK, 10 Spruce St., New Yor! 


| )IRECTORY PUBLISHERS, please send oye 

lars and price list of your directories to U 8 
ADDRESS C 6. L. Box 1407, Bradford, McKean 
Co., Pa 


Ww ANTED—The Chicago agency of a uve ) ae 

lication. If you are not represented in Chi- 
cago, let us hear from you. C. B. DARLING & 
79 Dearborn St., Chicago. 


car YOU USE an elegant Toilet Soap as a 
premium! If so, send a copy 0! c oar publi- 
cation and your rock bottom adve ne rates. 
L. WILBERT, P. O. Box 320, Box 320, Chicago, I 
W 4Antep-1 want to enclose oh TR 
with ‘oo —. Dry goods, boots 
and shoes, ths merchants pre- 
ferred. WiitiaM C. "a 335 Dearborn St., 
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A Brmntisivea solicitors or agents of repute 
may 7 a handsome ¢ for bona-fide or- 
ders COLN illustrations “turned in.” 
SaTIST. LINGO a@ person of ideas, 28 W. 20th 
St., New York. 





Ww ANTED mA general age 
vania and ip only me men > me 
conte need apply. “ithe fi verti 
Pp 7 wy 
the hoverting Fund Plan. . 


bh gee Manager in each local- 
ity; also, merchants to use our new copy- 
rigtee gm free and ol on eens for 
Send stamp for reply. dress 
COMP. PANY, Louisville. Ry. 4 
proeeean—s non-union married man of e 
rience would lik oo. a ip 
of evening paper pre’ of references 
as to character and Shalit. * Address “ x.,” P.O. 
Box 1415, New Haven, Conn. 


XPERIENCED man, with new and hustling 
ideas, wants management of trade por. 
Can give part of his time only. No salary. An 
interest dependent upon success. Ad 
“ ALAN,” care of Printers’ Ink. 


be ADVERTISEMENTS in PRINTERS’ INK 
under this head, six lines (thirty-six words) 
will be inserted one time for one dollar. 
ditional space, or continued insertions, 

| fw st ry ne each issu 


y 7 ANTED—First-class man to solicit advertise- 
ments on commission for one of the oldest 
and best kno ‘e Lg rous _— of New York 
City ; liberal te ee party. Address 

* LONGSTANDING,” Bo Box 914, New York. 


& 





oti ten 
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with 

with a 
f old established Chicago t 

~4 Hxclusive field. In close touch with World's 


ANTED—All-round trade journalist, 
as associate 


xhibito tors in the line. wae possibil- 
am “CHICAGO” care Printe 
ANTED to ate an ech TA with 
fifty farm or Pear t try papers. Our circu- 
mn g Vol. II. Al- 
e and when a difference in 
circulation existe. _— SCIENTIFIC POUL- 
TRYMAN "PUB. CO., Delaware City, Del. 
YSreon MAN, energetic, college education 
practical experience four years’ successful 


i Wont 


Fai 


\ 
latio 








class journal, 
firm or newspa- 
west. Now holds 





2 
be ol Cr ytend ee 
est or No’ 





position path name _ but aspil res. “M,”’ this office. 
DVERTISING Man r, 15 years’ experience, 
contemplates m g a change. Newspa- 


goss or business houses dving their advertising 
jirect, can secure th rvice of 

man, who understands his business orouphly. ly. 
Highest je. Address ‘“‘ HUSTLER,’ 


MAN UFACTURERS, wholesalers, publishers of 
novelties, premium goods, pular publica- 
~ * send a catalogues, electro- 
a weg ey AE FP 
u ley in vey 010, e supp Dts 
and dealers —7 conduct mail business through 


me 


our catal 

DIRECTORY GRATIS.—Librarians or others 
4\. interested in newspa statistics and not 
Tecewes with the 1891 Pale 


r 

10n of the American 

ewspaper Directory, 7 havea copy gratis on 
as there 


rea few on hand of no 





EN THOUSAND FACTS—D Fi 

Historical, Poetical, Political, Scientific, &c.; 
cheapest work of the anaes over 1,000,000 sold ; 
useful for every iv; 20¢c. FRED. 8. 
RUDGE, 126 Cornelia St., a bi., Brooklyn, N.Y. 


JOSITION WANTED by a printer of five years’ 
aun rience at case and job os rinting. a 
on 


Fay office preferred. 23, steady, so 
= rel recommendations furnished. 
Address F. J. FISHER, Hebron, Neb. Box 126 


paper buy the su the subscription list and 
er of a German weekly in Kan- 
Future — pty goo Corman, 
fi Fat the outfit and sta 

information. ‘addr “m, D. 6.” Seer ‘Ink. 


= 
=F 


W ante advertising man for dail 
newspaper. Live man, experienced in his 
paieen, re have opportu ity of both Fone 


ise and perma: ae ge, not over 25 prefe: 
Address “ ADVER ISER,” 126 W. 2th St., Balti- 
more, Md. 


We 7] ANTED—ADS, TEN CENTS PER LINE, NET, 
oe _— column, month or year. OUR 
oys and girls—some 20,000 of 


yout Send = a ee adv. We can bi you 


big returns. OUR YOUTH, Box 2329, San - 


cisco, Cal. 
| ets years’ experience in editorial and repor- 
work on city dailies and country 
ito proofs. 
— 


codtion Write ads, editorials, 
Best reference. Marri 31; want 
salary. ddress C. 8. SEBOLT, Station 
Albany, N. Y 


UBLISHER and Printer, with oxtabitsbed safe, 
though small business, owning -class 

ne and other interests aes ed- 

ucational), new opportunities invol no 
risk, and wants P. 


=, 4 4 partner with $3,000. “P.Q. D.,” 


ee WANTED—Free_ 
sons—to Ca: Lodge 
Templars and Shriners, 


om mars AEIDER te 45 Fulton St., New York, 
Society Card Maker. All secret society emblems 
for printing or embossing. 
2. Two 


Wa an Reportorial anton o a 
per, by a 7° > i of 
years’ experience as edito a weekly ee sg 
of o.. ey 4 hustle 7 days a week, 
= on ~~" « wor submitted, 
ce J. care Printe 


ap fio n= 4 printing ne ths 
set 'urnish paper, print, fo 
lave pL de ments and miscellany 

; good work ; 


ane fs ted Ma- 


rs. 
and 


ern w 
le NTING COMPANY, 
andewater St,, New York. 





commercial value since ihe edition for ae wes 
—s aye op to bearer 

a we dress AMERICAN NEWSPAPER 
DIR RY, ‘o Spruce St., N New York. 


C'Kraren EDITOR wishes to change location after 
March 1. Have had large experience in 
a work, a Be conversant with hand- 
Corps 01 ua, pacing the blue 
toad and the wants’ Pe a cin ling daily. Onl 
hose willing to pay a salary commensurate with 
good live work and an experienced man need 
answer this, as I want a good my 4 and gg 
earn it. Can infuse new Srite 
Po ape an opportunity. Address a NO CL Pp ER, iS 
office. 








ADVERTISING NOVELTIES. 


Advertisements under this head, 6 lines (36 
words or less), one time $1. 


ASO! CATALOGS!! CATALOGS!!! 
rint and illustrate catalogs, with orig- 


inal = 8 in embossed covers. nd for esti- 
mate. RIFFITH, AXTELL & “CADY co., 
Holyoke. Mass. 


OVELTIES in Steel Plate Work, Embossed 
Folders, Satin Dini Plush Novelties made to 


order. su - Ideas worked out. 
Work done on the mises. Secrecy observed. 
ROBT. SNEIDER, 1 Fulton St., New York. 


ANTED—Agents handling apres ng novel- 
ties to send for useful and taking article. 
Just copyrighted; original; , eogeeses nforma- 
tion every one is inte’ Price moderate; 
sells at sight. FRANK J. CANNON, Bangor, Me. 


ros the purpose of inviting announcements 
of Advertising oven, likely to benefit 
reader as wee as advertiser, 6 lines, 36 words or 
less. inserted under this head once for 
one dollar. Cash with order. More -e Or COn- 
tinued insertions 75 cents a line each issue. 
Tor 


ILLUSTRATORS AND ILLUSTRATIONS, 


Under this head, 2 lines (12 worde will be 
inserted three times Sor $1.00. 


Az LEAGUE, World Bldg 4 , New York, makes 

cuts, writes primers. 

GS OPERIOR Mechanical ‘Engraving. Photo pe 
trotype Eng. Co., 7 New 0. 7 New Chambers 8t., N. Y. 

‘[PRspeuases, Headings. Book-marks, Her- 
gp. fldry, and Letters. R. SNEIDER, 145 45 Fulton 

St., New 




















Se 















Gwor WORK peeds no boast! Fon Go gece 
3 work, so do I. e both want geen 

* flustrations of No 
cheap work. See ARTIST LIN OLN, r Ww 20th 


TS cash prizes offered—$50.00 for ae wd po mel 
$25.00 for second—for best illusti ted plac- 
ards, 24x30 inches, Sor show windows and fences, 
for advertising pt + Lm gee Aw Whis. 
key. Placards m st be illustrated, and’ have a 
ov. pungent ar article ou nr it Kentucky A: 
and on the great I paper Saas ic- 
ular. § must A ieft for three che wh Tp 
timonials Rs desirable a ae “idrens ail 
prize will be nag Soe x. 00 each. 
competitions < 
Ink, New York. who wily judge the contest. 





MISCELLANEOUS. 


Advertisements under this head, two lines or 
more, without display, The. a line. 


Sure FOR COLLECTIONS—Send for lists. 
PARKER, Bethlehem, Pa. 


Saal 


ADVERTISEMENT CONSTRUCTORS. 


Advertisements under this head, 6 lines (36 
words) or less, one time, $1.0). 


he: your business troubled with indigestion, a 
orpid bank account, and you have that tired- 
waiting-{ or-a-customer- oag.ah- the knee aaa! 
You need a Nelson invigorator. My ads t- 
ten with boiled ink. GEO. F. NELSON, a Lab- 
oratory, care P. I., 10 Spruce St., N.Y.C 
we NATURAL SEQUENCE” I wrtte~ e— prac 
tical advertisements: you pay—for heir 
insertion : they bring—inquiries for your goods. 
Sample ee Ir one dollar; series of ten, 
cop only D printer's roofs, $10.00. 
WM. WA {REN eyON, ighland Park, Conn. 


_ 
SUPPLIES. 
Advertisements under this head, two lines or 
more, without display, T5c. a line. 
JAN BIBBER’S 
Printers’ Rollers. 
F EVEY’S INKS are the best. New York. 








Pez DEALERS -E. Piummer & Co., 161 

liam N. Y., sell every kind of paper 
used by _. 3. ent publishers at lowest prices. 
Full line quality of Printers’ Ink. 





> 


BILL POSTING & DISTRIBUTING. 


Under this head, 2 lines (12 ponne will be 
inserted 3 times for $i. 


R. 2 JOHNSTON, | Circular Distributor, 1221 
Franklin Ave., St. Louis, Mo. 


W ESTERN Colorado Su »ply Co., Minturn, 
Colorado, mail circulars, &c., Western 
Colorado, reasonably. 
rs the purpose of inviting announcements of 
the addresses of local bill posters and distrib- 
utors, two lines (12 words) or less will be inserted 
three times under this heading for one dollar, 
or three months for five dollars. (ash with the 
order. More space 75 cents a line each issue. 


—_ 


FOR SALE, 











Advertisements under this head 75 cents a line. 


DREMIUMS FOR NEWSPAPERS. EMPIRE 
CO., 146 Worth St., New York. 

s BUYS 4 LINES. 50,000 oumies PROVEN. 

| WOMAN’S WORK, Athens, 

} ANDSOME HLL et Ragone for papers. Cat- 
alogue, 25c US. CO., Newark, N. J. 





L OCAL PAPER ira aie on easy terms—only 
per in soya. Address, care of “ AD- 
VANCE, ” Avoca, N. Y. 
(j42ETrE ADVERTISEMENT RECORD—For 
' = papers, $1, Testimonials. GAZETTE, 
1a, 
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OR SALE—A copy of the American New: 
pe Pmecters i ‘or 18%. Price five dollars. 
age Address GEO. P. ROWELL 
ry abe Publishers, 0 Spruce 8t., New York. 


OR SALE—The “ Lestershire News” is over- 
crowded with job work. Cannot take care 
interest to practical printer 
with some means. Large circulation. Good ad- 
veeens clientage. Lestershire is a booming 
villag Address DON A. GILBERT, Bain- 
bridge, . Xe 
OR _—— well established, live class jour- 
nal. National cash-in-advance circulation. 
Advertising patronage exceeding $40,000 a year. 
Circulation and business y_ increasing. 
Large profits ; reasons for selling ; a rare 
chance for the ht parties. Don’t answer this 
unless you mean business, and can command the 
money. Address “ ESTABLISHED,” Lord & 
Thomas Advertising Agency, C hicago, tl 
ney welts: fs 5 


ADDRESSES AND ADDRESSING. 


Advertisements under this head, 6 lines (36 
words or less), one time $1.00. 


A LIST of all the newsdealers, U. 8. and Can- 
4% ada, just completed ; very valuable. Also 
nd canvassers’ and book nts’ lists. Write 
CRANE, ALLING & C 19 W. 13th 8t., 
New York. 
PV ANTED—Addresses of merchants and deal- 
ers who give free crayon portraits to their 
customers a MB, at the rate of $50.00 per 
1,0 AYER, 325 Dearborn 5t., 
c ee i 


JERSONS who have facilities for bringing ad- 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 6 lines, 36 words or less, under this head oncé 
for one dollar. Cash with order. More ce or 

continued insertions 75 cents a line eavh issue 
—- +o 


ADVERTISING MEDIA, 





Advertisements under this head, two lines or 
more, without display, 75c. a line. 


GPOKANE SPOKESMAN. 


YUFFALO TIMES og over 33,000 circula 
> tion. It will pay you 


\ EDICAL BRIEF (St. Toul. I circula- 
d tion of any medical journal in the world. 


| eo ~ LIFE, of Rochester, N. ¥ 6 pages, 64 
columns, monthly. — (AS i n, 25,500, 


GSATILE TELEGRAPH — The only ~~ 4 
Democratic daily in Oregon, Idaho & Wash. 


DVERTISERS’ GUIDE. Mailed on receipt of 
4\ stamp. STANI, EY DAY, New Market, J. 


DVERTISERS say it Readers say it 
rat pays. THE GREAT W EST. Aberdeen, ‘South 
‘ota. 


BE 5 indope pendent. Own your own newspaper. 
or estimates to PICTORIAL WLEK- 
LIES CO., 28 West 23d St., New York City. 


DVERTISERS wishing to reach Southern 

homes should use the Ladies’ Companion, 
how Orleans; a magazine for the women and the 
aoe of the South. C.rculation 5,009, guar- 
antee 


YOLUMBUS, Central, Southern, and Southcast- 
ern Ohio offer a rich field for advertisers. 
THE OHIO STATE JOURNAL—Daily, 12,500; 
Sunday, 17,000, and Weekly, 23,000—cover the 
field. hn leading advertisers use it. 


by yx ADVERTISEMENTS in PRINTERS’ 
In Fi n with a two-line letter, but have no 

other ‘Aleplay. Under headings of Advertising 

edia, Supp! ies, Miscellaneous and For Sale the 
price is 75 cents a line each issue. Under head- 
ng of Wants, Bill Posting and Distributing, Ad- 
vertising Novelties, resses and Addressi: 
Illustrators and Ilhistrations and Advertisement 
Constructors, 6 lines (36 words or less) will be in- 
serted once or’ two lines (12 words or less) three 
times for one dollar if the cash accompanies the 
order. Additional space or insertions c 
75 cents a line each issue, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 





Issued every Wednesday. Subscription Price: 
Two Dollars a year, Three Dollars a hundred ; 
singlecopies, Five Cents. No back numbers. 

ADVERTISEMENTS must be handed in one week 
in advance. 75 cents a line ; $150 a page. 


JOHN IRVING ROMER, EDITOR. 








NEW YORK, JANUARY 25, 1893. 





Life reprints Chas. A. Dana’s cele- 
brated advice to newspaper men : 

Never print a paid advertisement as news 
matter, t every advertisement appear as 
an advertisement, 
and then calls the New York Su to 
account for recently printing a two- 
column advertisement, distinctly la- 
beled adv, because it appeared in type 
similar to that used for reading matter. 
When Mr. Dana’s paper follows Mr. 
Dana’s advice, as it did in this case, it 
is difficult to discover any ground for 
censure. 





‘* IT WOULD like to receive an order 
for making your electrotypes. I think 
I can save you money.” 

** How much will you charge me by 
the dozen or hundred for that one, for 
instance ?” 

‘* That’s a New Haven electro ?” 

eo 

“How long have you been using 
inet make ?” 

‘* About a year.” 

‘* You find them all right ?” 

** Seem to be.” 

** Well, I don’t think I care to quote 
prices for you. When I find anyone 
using New Haven cuts I don’t succeed 
in getting any orders,” 

** Why is that ?” 

** Well, I don’t know how it is, but 
they seem to have these advantages: 
They are lighter than those of any 
other make; they are stiffer and 
stronger, stand up better and cost 
less.” 





‘* THERE are retailers in smaller 
places who subscribe for some of the 
Philadelphia dailies for the sake of 
copying the advertising ideas they con- 


Do the Philadelphia papers have 
better advertising ideas than those in 
other cities ?” 

** Yes, I think they do. 
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A curious advertising scheme has 
been introduced by a New Jersey con- 
cern, with the idea of giving perma- 
nent value to circular advertising. The 
company furnishes a local merchant 
with a certain number of circulars, each 
one bearing a particular number. 
These circulars are distributed, and 
after a certain length of time has 
elapsed a few of them are redeemed 
for cash. In order to avoid any ap- 
pearance of fraud, an observatory has 
been erected and the numbers are de- 
termined by a system of observations 
taken every day. 





NEWSPAPER advertising in colors— 
which at first was regarded as a some- 
what dubious invention—appears to be 
gaining ground. The New York 
World and Recorder and the Chicago 
Inter Ocean have all demonstrated 
the practicability of printing advertise- 
ments in two colors, and now the 
Kansas City Journal in its issue of 
January 8 prints a page in three 
colors, and announces its readiness to 
accept an order for an advertisement 
in even fourcolors. PRINTERS’ INK is 
informed by Mr. W. Ward Damon, 
the New York manager of the Journad, 
that to have an announcement printed 
in three colors doubles the cost to the 
advertiser. 





THAT old and substantial journal, 
the Milwaukee ZLvening Wisconsin, 
heretofore published by Cramer, Ai- 
kens & Cramer, has merged its busi- 
ness into a corporation known as the 
Evening Wisconsin Company. From 
the following announcement it appears 
that the management will continue in 
the same hands : 

The founder of the Evening Wisconsin, 
William E. Cramer, will remain, as for forty- 
six years past, the editor-in-chief, and is pres- 


ident of the new corporation, Andrew J. 
Aikens will be general manager, the same as 


-for the past thirty-eight years, John F, 


Cramer, who for twenty-eight years has been 
a member of the old firm, is vice-president 
and treasurer of the new corporation, with the 
same duties as heretofore. Wilmot A. Booth, 
for many years cashier of the late firm, is 
elected to the office of secretary of the com- 
pany. Nochange has been made, nor is con- 
templated, in any of the three hundred edi- 
tors, reporters, correspondents, printers or 
other employees heretofore making up the 
force of the Evening Wisconsin and its print- 
ing departments. 


It is believed that the publishers of 
the Wisconsin have been associated 
together in a successful business en- 
terprise longer than any other news- 
paper publishers in the United States, 
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OUR FOREIGN CIRCULATION. 


817 CHAMBER OF COMMERCE BLDG., { 
Cuicaco, Jan. 9, 1893. 

Publishers Printers’ Ink : 

Please advise me if your London edition is 
a fac-simile in advertising matter of your 
American edition. 1 have been rather sur- 
prised lately to get several inquiries from 
there, and would like to know if it is simply 
some sample copies you have been sending 
out, or if it is going to be a regular thing. 
If you are making arrangements for pushing 
your paper in England, I might do something 
with you, ours truly, 

E, A, WHEATLEY, 

The present circulation of PRINTERS’ 
Ink in the British Islands is 1,538 
copies weekly. It also has subscribers 
in Australia, India, China, Japan anda 
few in France, Mexico and Cuba. 
The foreign edition is identical with 
that issued for the United States ; but 
Mr. Sears, the London agent, adds an 
English supplement. 

pckcceliceectellaaiaipeoiniatasineetib 

SHYLOCK is quite outdone by an 
advertiser in the Washington Zvening 
Star, who makes the following an- 
nouncement : 


24 Leas. Or Homan Fizsz 


For F IVE Doxtars. 


The test Cough, Consumption and 
yn Bg Building medicine in the world to- 
y 


C RE-O-LE-UM. 


One bottle will produce four pounds of 

, and as we sell six bottles for five 

dollars, you can buy health and 2% pounds 

of flesh for five dollars. Delivered to any 

point in the city C. 0. D. So write us 
your o 


‘ 
Ocraws Dave Store, 1211 Pa. ave. 


The alarming conclusions which 
might be derived from this style of 
reasoning, if. carried far enough, are 
apparent. For example, if one bottle 
of Hood’s Sarsaparilla will ‘‘ raise a 
woman from the dead” what may not 
a gross accomplish ? 


ap 





THE New Haven Register takes up 
the lance for newspaper readers, and 
regrets that the New York Sun should 
allow an advertisement to appear 
where reading matter is ordinarily 
placed. The Sus has the right idea, 
after all. Newspaper readers owe 
much to advertisers. Without adver- 
tisers the newspaper of to-day could 
not exist. The Szn lets the adver- 
tiser have what he wants and charges 
him for what he has. The advertise- 


ment looked like reading matter, and 
was paid for at $2.50 a line in accord- 
ance with a schedule for that sort of 
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thing long used in the office of the 
Sun. It was duly labeled as an ad- 
vertisement. That was as much pro- 
tection as the newspaper reader is 
entitled to, and a great deal more than 
he gets in papers generally. If there 
is a better conducted journal in Amer- 
ica than the New York Sun we would 
like to have the New Haven Register 
name it. 











MACHINES FOR DISTRIBUTING TYPE, 
Tue Dairy HERALD, 
J. J. W. Scuwartz, Proprietor, 
SHAMOKI, Pa., Jan. 12, 1893. f 
Editor of PRINTERS’ INK: 

A friend of mine came home the other day 
from Chicago, and we got talking about type- 
setting machines. He said: ‘* Did you ever 
see a machine that would distribute type ?”’ 

Isaid: ** No, nor you either.” ell, the 
discussion lasted for about half an hour, and 
then he said he would bet me there was such 
a machine, and he gave me such great odds 
that I had to take him up. I asked all the 
old printers in our city, and they said there 
wasn’t any such machine, but he wouldn't 
give in, and said I should write and ask yuu. 

R. F, Scuwartz. 


Our correspondent loses his bet. 
The following machines all distribute 
type: McMillan machine, 12 Lafay- 
ette place, New York; Burr machine, 
18 Jacob street, New York ; Paige ma- 
chine, .Chicago; Mitchell machine, 
now out of use. 








Advertising Novelties. 


Manufacturers and users of advertising novel- 
ties are invited to send specimens for review 
under this head. 


From Surbrug, 159 Fulton street, 
New York: This tobacconist has gotten out 
as a novelty what appears to be a very dain- 
tily gotten up book with uncut edges. The 
cover is illuminated parchment. Upon open- 
ing the ‘‘book”’ it is discovered that the in 
terior, instead of containing letter-press, is 
occupied by a sample package of Golden 
Sceptre tobacco. 


From the Wilber H. Murray Mfg. 
Co., Cincinnati, O.: An advertising card 
with a cent attached by means of a ribbon. 
This explanation accompanies it: ‘‘ A penny 
is the foundation of every fortune. We hope 
this will be the foundation of yours.” 


From Frank J. Cannon, 11 Central 
street, Bangor, Me.: A combination blotter, 
calendar, rule and fastest mile record, 


From the New York Recorder: A 
ticket good for one ride on any of the New 
York elevated railroads. The suggestion 
accompanies it that the next time the recipient 
takes a ride on the ** L”’ road he notices how 
many persons are reading the Xecorder. 

2 pene 

The janitor of our printing office 
forgot to close the scuttle the night before the 
storm, and the next morning there wasn’t a 
dry I in the house.—Z#/e. 
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WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 


Lonvon, January 4, 1893. 

It is not easy to feel too grateful for 
anything which generates ideas. Ideas 
move the world, and anything that 
stimulates them is in the nature of a 
creative force, and should be so recog- 
nized. As long ago as July 13, 1892, 
Mr. Benjamin Webster wrote in PRINT- 
ERS’ INK as follows: 


Suppose you sell clothing. If you have a 
culiarly g gain in overcoats, the 
gure appears in one, and in a few words tells 
its advantages. If you give away a fur rug 
and a polo cap with each suit, let the figure do 


so. 

Before long people will identify him with 
your house as completely as if he were a por- 
trait of P. T. Barnum or that lovely com- 

lexion man without a neck, whom we all 

now so thoroughly and hate so cordially. 
Then he can say for you what you could not 
say so well for yourself ; and people will look 
for him, and become interested in him in 
direct proportion as he deserves it. 

Baker's Chocolate girl, for example, might 
be vivitied, and made to pour out some of that 
chocolate; or she might be shown taking a 
rest, with the tray put down somewhere— 
anywhere, so long as she gets rid of it for a 
while. 

There would be all the difference between 
such a created character and the dead trade- 
marks that there is between a character in an 
interesting story and an Egyptian hiero- 
glyphic. 

This is pretty much the idea which 
animates a new booklet got out by 
the Carter Medicine Company and 
published in London this day. Every- 





body in England is pretty familiar with 
the bird here shown. It is a new idea 
to depict him in some new relations, 
which is done in the booklet called : 





ADVENTURES 
oF 

MR. CROW ; 
oR, 


THE ROOK’S PROGRESS. 








Its first distinctive peculiarity is its 
form. It is stamped out in the shape 
of the crow and banner above shown, 
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and contains a short story of the bird’s 
proceedings, very cleverly illustrated, 
and showing the familiar crow in all 
relations of life. I show a reduction of 





- + 
- 5 


te te free 9 fe nts oti 
|, and, disrreetly hanging up kis honmer om the walk 
‘allies forth 10 1061 world, 
the first page. It forms a very hand- 
some pamphlet and a large edition is 
being got up. 
* * & * * 

The Yost Typewriter Company is 
using as an advertisement here what 
appears to me a very unfair circular, 
called ‘* Specimens of Writing.” ‘The 
caligraphics of various ages are first 
shown, and of course Yost typewritiag 
comes last, as the perfected writing of 
the nineteenth century. This is all 
right, and as it should be. But before 
this is reached some blurry and crooked 
writings, also by a typewriter, are ex- 
hibited, with text, as under : 

The following lines are taken promiscuously 
from letters written in the ordinary course of 
business on some of the much advertised 
‘*Standard ” and other ribbon typewriters in 
use at the present day. 

As will be seen, the specimens have certain 
common faults, want of alignment, uneven- 
ness of impression, and a general raggedness, 
which is displeasing and hurtful tothe eye. 
These are mainly due to inherent faults in the 
structure of the several machines, &c , &c. 

I like to see a person advertise the 
merits of his goods for all they are 
worth; but I must say, that, to my un- 
instructed mind, the device of directly 
calling attention to the demerits one 
perceives in one’s rivals point to a 
dearth of ideas on the main point at 
issue, viz.: ‘The advantages of one’s 
own merchandise. I notice that the 
Vinolia Soap people (whose efforts in 
the same line of thought I have pre- 
viously alluded to in these columns) do 
not attack the enemy any more, and I 
am sure the policy will be found a 
good one; but even they, startling as 
their onslaughts were, did not actually 
assault their rivals by name, as in the 
Yost announcement. The other day I 
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picked out a curious piec: of mercan- 
tile history from the advertising of a 
financial firm—the Universal Stock 
Exchange, Limited. This is a large 
and apparently prosperous concern; 
but, as I read the case, it had the mis- | 
chance to fall out with two of its em- 
ployees in important positions, who, 
having resigned the latter, presently 
set up in business on their own ac- 
count, as the Union Stock Exchange, 
Limited, with very respectable guar- | 
antees and evidences of stability. But, 
by Jove, you should have seen the 
way in which the older concern began 
to ‘‘ sling ink” over the matter! Cir- 
cular after circular came out, full of 
open attacks and covert inuendoes, 
such as I never saw approached in 
commercial writing. Does this sort of 
thing pay? Was it good policy for 
these people to show this amount of 
chagrin at the resignation of their late 
employees ? I have been at the pains to 
interview the latter firm and ask their 
opinion on the matter. The reply was 
as follows: 

‘“We do not know whether it did 
the Universal Stock Exchange any 
good; but we are quite certain that it 
did us no harm whatever, and we think 
it only served as a sort of testimonial 
to show what they thought we were 
worth. We are doing very well, in- 
deed.” 

This is pretty conclusive, and I do 
not think there could be two opinions 
as to which party came best out of the 
transaction. Yet another instance is 
seen in the following announcement, 
which is appearing at large expense in 
a number of society journals: 








| Two 
TRUEFITTS 


IN BOND STREET. 


it is important that all Letters Intended 
for H. P. TRUEFITT, Estd, 1819, be 





addressed to 
13 & 14 OLD BOND STREET. 











Surely there cannot be any advertis- 
ing money in this sort of thing ? 





+> 


The Putnam Clothing House a —_VUAUE 
Chicago is 7 some advertising. C. E.| 
Raymond, alter Thompson's Chicago | 
pan cone e, eens AAO the business, 





The Rockford Washer Co., Fort 


bo ne Ind., is Bian out a small ad ina line | 


euceees = = 
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The Advertising World. 


Readers are invited to send in news items for 
use in this column. 


Geo. F. Fulford, the manager of the 
Dr. Williams business, left for Genoa, Italy, 
a few days since. 


Chas. H. Fuller, who was in New 
York last week, told me he is putting out a 
line of a<vertising for the Home Magazine of 
Ww ashington. This business will go in week- 
lies and Sunday papers. Mr. er, his 
Eastern representative, is placing some finan- 
cial advertising for Farson & Leach, of this 
city. 


Mr. Milburn, of Foster, Milburn 
& Co., returned from England recently, where 
he has established a branch house. 


The new — advertising of the 
Walter Baker oa will not be as extensive 
as usual this year on account of the elaborate 
and expensive display to be made at the Co- 
lumbian Exposition. S. R. Niles, of Boston, 
is, as usual, in charge of the newspaper adver- 
tising. 


Dauchy & Co. are placing the P. R. 


| Whitcomb business in general mediums all 


over the country. is concern is also put- 
ting out another line of C—B ala ag cor- 


| sets for Meyer & Strouse. Hig 


are the favored mediume. 


Colin C. Cameron, the Boston ad- 


vertising agent, made an assignment a few 


{days since. He states that this was due to 


“‘an unfortunate business connectivn.”’ He 
has made business arrangements with J. 
Walter Thompson and entered into his em- 
ploy. 

The American Farmer and Farm 
News, published at Springfield, Ohio, have 
recently been consolidated. 


Mumm’s Champagne is being adver- 
tised in all the leading dailies from Massachu- 
setts to California. The Goodenough Adver- 
tising Agency is handling the business as 
usual, fhis agency is also advertising Lano- 
line, a German toilet paration, using for 
this purpose the leading dailies in half a 
dozen of the large cities, Philadelphia, Cin- 
cinnati and Boston among the number. This 
advertising is gradually being extended. Some 
local business is bows B for the Pullman 
service of the New York & Northern Railroad. 


G. A. SYKEs. 





. Be. a line. 
Co., Baitimore. 
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PIANOS, | ORGANS. Exchange for 


BEATTY space. F. BEATTY, Wash., N. J. 
GER MANIA ™ Magenine p= the pty A of the 


= Ving ees a adv vertisg. © ete., address 


The Delta. 


THE BEST PAPER IN NEW ORLEANS. 

















a iA PAY. Book free 
a work. 
Co FLTZGERALD 
Washington D. Cc. 
: Is read by intelligent people 
Kate Fieli’s yaorey® their bills. ‘Are th bee 


the people you want 
when you advertise ? 
Washington, D.C. 


Washington 


The me fd LI PBR fSs INS: 


and 
Wrappers addressed in a hurry by mac — 
Names guaranteed absolutely correct. For par- 
ticulars address F. D. BELKNAP, Prest., 314, 316, 
Broadway, New York City. 


TEACHERS are paid regularly, Spend 


Lm pn | freely. Are best mail 
customers. Make good agents. We reach them. 


Normal Instructor.—% monthly. 
_ Trial adv. 10¢. a line. DANSVIL L KE, N. Y. 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, = = - = (5,500. 
Advertisers find IT PAYS! 











PRINTERS’ INK. 


yous lise ures subscrip- 


urest Xo 
ever aie 
MANUF CTURERS'« Co. 


BULKYEY : Filbert St., Fhila, Pa. 
Advertising Agency, 


| Dodd's Aivartsne Aeseey. Boston 
Send for Estimate. J 


RELIABLE DEALING 
wr LOW 


PNEUMATIC TUBES 


FOR NEWSPAPER OFFICES. 
SEND FOR ESTIMATES TO 
METEOR DESPATCH CoO., 

28 F. 14th St., New York, 
89 State St., Boston, 
The Chronicle-Telegraph, Ptttsburgh, Pa., uses 
our system. 

















CAREFUL SERVICE. 


ESTIMATES. ~«3 
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SAN FRANCISCO GALL. 


Established 1853. 
Daily, 68,487—Sunday, 63,207. 


The Leading Newspaper of the Pacific Coast 
in Circulation, Character and Influence. 















ADVERTISING ELECTROTYPES. 
inc! 
5 tag, Wo da 8e.3 “ Metal, Bée. each, 
8 14¢. 2Re. 


Send cash ona pattern cut. 
E. T. KEYSER, 5 Beekman &t., New Vork. 


WATCHES “~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 


THE PHILADELPHIA WATCH CASE CO.,| 
RIVERSIDE, N. J. 


“ “ “ “ 











THE HOME CIRCLE, 


ST. LOUIS, MO. 
75,000 Copies Each Month. 
An exceedingly desirable medium for 

GENERAL ADVERTISERS. 
THe HomME CIRCLE PvB. Co., St. Louis, Mo. 





















PUBLISHERS 
DESIRING 
BICYCLES 


For themselves, employees or 
— ‘or use as ums ca pro- 
cure same from us on favorable terms, and 
fi cash and the balance in advertising. 
ndle all makes, new and second-hand, and sell 
Srserwnere. Catalogue and terms free. 
E, HAZARD rats Co., 2 X Street, Peoria, Il. 








ALL Povey th ICAL 


. solved rapidly and accurately 
by the Comptometer. Saves 
per cent of time and entire- 

ly relieves mental and ner- 

vous straip Adapted to all 
commercial and scientific 

t 


feLTa Ror aaener if MFG. co. 
usmors ST. Courcace. 


Permanent St ue 


35,000 LADIES 
WHO 
DO FANCY WORK 


Refer to THE MODERN PRISCILLA daily for 
instruction in Fancy Work and Painting, sugges- 
tions for House Decoration, new patterns for 
Knitting and Crochet, etc. 

Advertisers of first-class goods that ladies buy 
should give THE PRISCILLA a trial order. 


Circulation proven by postal receipts, ete. 
Advertising Rate, 25 cents per Agate line. 
Forms close the 20th of month preceding 
Issue. 


Address, PRISCILLA PUB. CO., 
LYNN, MASS, 





JOSEP 


c. 


-» Plattsburgh, N. Y. 
Queen Victoria 8t., E. 






8-DAY SARANAC. 
ular. 


Lettering. 
pévertising matter in Bas-Relief. Send for 


illustrated c 
BAIRD CLOCK CO 
London Office, 10 


Alluminum 
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“SPOKANE P)40,000 


SPOKESMAN 


has 75 per cent more paid subscribers 


cn. cast aisobaee a= {| NEWSPAPER SPACE 
NOT FOR SALE 


Order any kind of cuts for printing until you 
have heard from us. It will pay you to write us. 


CHICAGO PHOTO ENG. CO. © On Favorable Terms - = 
Either for Cash or Credit. 




















orn’ 





~Y 


‘ COLUMBIAN 
EXPOSITION 
MEDALS. 


Publishers can reap rich reward by a 
small announcement in their papers 
2 The COLUMBIAN EXPOSITION 
) is of aluminum, bright as new silver, 
elegant designs on obverse and reverse 








I will close out the whole amount to 
one customer or sell in small lots to any 
desirable applicants. 

For terms, lists of papers and all neces- 
sary information, write me what States 
you will advertise, just what space is 
wanted in reading matter or advertising 
columns, for how long a time, and how 
much money you have to spend. 

: lesign Caves ger I will answer at re and convince 
» Trom cos ales. en en cen ora barg: eo 
sample ; it-will tell its own story better you that my offer will be a -_ 
than I can. Buy of headquarters. Write 


or call. 





a ' B. L. CRANS, 
W. E. SKINNER, 5 Special Agent, 

Coin Broker, 2 10 Spruce St., New York. 
325 WASHINGTON STREET, ‘ 


BOSTON, MASS. ( 
ADADRADRABRYIAAROwes awe ? | Refers, by permission, to Publishers PRINTERS’ INK 


It is the now-you-see-it-and-now-you-ion't feature that ren- 
ders the chase after cash so tantalizingly uncertain. 


The everlasting evasiveness for which the primitive penn: 
was peculiar clings to the mighty dollar of to-day, an } 
baffles those who are searching for the good things of life. 


The cash dollars which Twelve Hundred Thousand thrifty 
wide-awake families—scattered throughout the Union— 
expend for the necessities and luxuries of home-life, speed- 
ily find their way into the kets of reliable merchants, 
manufacturers, and specialists who advertise in Comfort. 


The largest guaranteed circulation in America. Facts and 
figures under oath. Comfort’s original co; yrighted features 
are rapidly ——s its circulation to Two Million Copies 
ever ue. A limited amount of space in Special March 
number may be had of responsible agents or of us direct. 


The Gannett & Morse Concern, Publishers, Auguste, Meine. Boston Office, 
228 Devonshire St. New York Office, Tribune ding. 


HENRY BRIGHT, Kepresentative. 
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¢ HARRISON & SON’S 
ADVERTISING OFFICES, 


22 Paternoster Row, London, England, 


4 

4 

$ 

y Undertake contracts for advertising American firms in all European 
publications. 

yy References given to leading American advertisers. 

% Advertisements written, designed and placed on best terms, 

Agencies arranged in London, Paris or Berlin. 

4 





CORRESPONDENCE INVITED. , 
LOCOS GSSOOOOOPOOOOOEG SLLGLGGGGGOOOOGOGES SOE GHOOOOO OOO 














SELL SLL ELIE LEN IEEE ELLOS 
3 AN ORIGINAL SERIES OF rs 
| FAST WEB PERFECTING PRESSES - 
s is now being placed upon the market by the CAMPBELL PRINTING PA 
BY PRESS & MANUFACTURING ©0., 160 William St., New York. 
@ The 4 and 8-Paged Press is Now Ready. y 
8 AN ENTIRELY NEW MODEL, containing the S 
“sg Nove "POINTS, by-which_an edition can be started wy 
<2 qui than has h fi been possibl SA 
% Not the Cheapest to Buy, but the Cheapest to Run. ¥3 
54 STRONG, DURABLE, LEAST LIABLE TO CHOKE, and ey 
# EASY TO HANDLE. ee tee s 


PS 


4 . 
VAIO wy, ADASA SAAS AN A MN A ASA SOSI ASIN 
ERYASRAASSCRORE NOY ANI EEE REE OLE LEELA 








With the Waste-Basket ? 
It’s All Right! 





The trouble probably is with your 
Printer. He hasn’t the type nor the 
skill to display your circulars attrac- 
tively. Escape the waste-basket by 
having your Printing done by the 





Printers’ nk Press. 
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“ MONEY 
WELL 
SPENT" , 


is the usual and merited verdict pronounced by in- @ 





telligent advertisers as tangible evidence of the 


sterling worth of 


=... + @SINLLEN'S-LISTSES) * 


@ as an advertising medium, reaches them in the shape 








@ of profuse and most gratifying returns. A trial will @ 


increase your business. 
FORMS ARE OPEN UNTIL THE 18th. 








E. C. ALLEN & C0., Prop’s, Augusta, Me. 


Die Ulestliche Post 


(WESTLICHE POST ASSOCIATION, Publishers, St. Louis, Mo.) 


IS THE BEST 
ADVERTISING MEDIUM 


7 AAA A BECAUSE it has a Daily, Sunday and 
CUCPEPAS Weekly Edition. , i 


BECAUSE it has the largest circulation 
of any German Daily in the West, 


BECAUSE its circulation is larger than 
the combined circulation of all the St. 
+ Louis German Dailies. 


BECAUSE its inside, outside—and, in 
fact, all of it—is prepared and made in 
its own capacious editorial rooms and 


CCC) printing office. 


cow. reeromueow-aw- RY US AND BE CONVINCED. 



























Se eS 


Sraert ss 
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To the 
Advertisers 
of the World. 











Over twenty leading firms in New York have 
their advertisements set up in The Recorder’s 
composing room. In most instances the arrange- 
ment and selection of the type is left entirely to us ; 
and in many cases we furnish stereotype duplicates 
of the entire advertisement for other newspapers. 

Such ability as we have in this direction is at 
your disposition, and without cost. 

Can we be of service to you P 

Send us the matter and we will put it in type 
in artistic style. 

You will not be under any obligation to pub- 
lish the advertisement in The Recorder if you are 
not suited with the result. 

Much of the value of an advertisement de- 
pends upon its appearance. 

Very truly yours, 


The New York Recorder. 
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Pittsburgh 
Chronicle-Telegraph 


(ESTABLISHED 1841.) 











The leading afternoon news- 





paper of Western Penn. 





One of the substantial 





papers of the country. 








—Se— 


Cc. J. BILLSON, 
86 & 87 Tribune Building, 
NEW YORK. 
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CARLETON & KISSAM. 


Our service is abso- 
lutely the best and is 
not approached by any 
one, Send for folders, 
rates, ‘‘ Little Book,” 
&c. 


AR ES» 


GAR 


Our series of offices, 
system of constant in- 
spection, method of 
conducting _ business, 
appearance of cars is 
“peculiar to itself.” 


ADVERTISING 


Street car advertis- 
ing is a winner, as it 
gives largest and best 
display and circulation 
for the least money. 
But you want it placed 
RELIABLY, 


IN PRINCIPAL CITIES 


We are not ony the 
largest but the ONLY 
concern who handle 
business with our OWN 
MEN, thereby insuring 
perfect and reliable ser- 
vice everywhere. 


7000 


FULL TIME 


CARS 


PRINCIPAL OFFICES 


SO BROMFIELO ST. 


BOSTON. 


198 & 199 
TIMES BLD'G 


NEW YORK. 


Advertisers are plac- 
ing business more and 
more DIRECT than be- 
fore, as our method of 
handling orders, re- 
sponsibility, &c., is 
known. 


OF THE U.S. 


een 


We only have busi- 
ness relations with con- 
cerns who sell ‘‘ FULL- 
TIME” cars, and who 
are reliable, 


een 


120 MILES OF SPACE. 
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- Kansas om : 





¢ 
¢ 
¢ 


> Is the first to introduce this latest invention < 
¢ of newspaper enterprise west of Chicago. - 
\* With the new Scott Press, it cuts, pastes, folds -, 
4 newspapers of any size from 4 to 24 pages, -) 
* and prints any or all pages in from one to four “ 
» different colors. This is all done with but one 
( impression and at a speed of 24,000 per hour. * 
(- Send for samples of this work, of which the - 
’. business managers of the leading New York ; 
> dailies pronounce the best color work they < 
\ have ever seen. THE JouRNAL is the result of 24 
\* brains, energy and push, and its readers ap- ° 
. preciate its worth. Let us prove to you our . 


CIRCULATION GUARANTEED. 


" Daily, = = 28,000 
(- Sunday, = 35,000 % 
= 47,000 











PRESS-ROOM 
ALWAYS OPEN. 














Chicago Office—Room 402, 167 Dearborn St., HORACE M. FORD, Mgr. 
Eastern Office—51 Tribune pants. New bei W. WARD — Mer 
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(ESTABLISHED IN 1864), 
Is the Pioneer Co-operative Newspaper List. 


rr 
WHAT THE PAPERS ARE: 


Our Lists are composed chiefly of weekly news- 
papers. These publications reach that large class 
of readers and consumers who cannot afford the 
luxury of a daily paper, and therefore content them- 
selves with keeping up with the world’s affairs 
through the information derived from their local 
weekly journal. Like the metropolitan daily, it is a 
link in the chain which energetic advertisers find 
necessary to connect themselves with the purchasing 
and consuming public, and which they cannot afford 
to ignore when placing their orders. 


WHERE THEY CIRCULATE: 


With a view of showing advertisers at a glance in 
what section our papers circulate, we give the num- 
ber published in each State. Four hundred and two, 
or nearly one-third, are canneniend at ivites Seats. 

















































OHIO, . a » & NEBRASKA, . - 159 
MICHIGAN, . - 122 | SOUTH DAKOTA, . 84 
INDIANA, . - 200 | MINNESOTA, . — | 
ILLINOIS, . - 236 | MISSOURI, . . 
IOWA, . . . 248 | Other States, . - 15 
WISCONSIN, . . 181 
ie Total, . ; . ‘ ‘ ‘ 1,365 


PATRONS OF THE LIST. an. 18 of PRiNT- 
ERS’ INK will be found a list of the advertising patrons. 
























a 






















For Catalogue address CHICAGO NEWSPAPER UNION, 
No. 93 South Jefferson St., Chicago, Ill., 
or No. to Spruce St., New York. 
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The jackass brays right lustily, 

The mushroom’s growth ts quick ; 
But the tortoise quietly wins the race, 
While the hare dreams he is slick. 


THE OHIO FARMER , 








Has catered to the intellectual requirements of America’s 
most intelligent and prosperous agriculturists for the past 
forty-five years, and by supplying only the product of the 
ablest minds and brightest writers, as well as being ever on 
the alert for the very best that money would buy in all de- 
partments, it has kept Agricultural Journalism in its wake, 
} and by strict adherence to the rules of truth and honesty it 
: has merited the confidence and gained the good will and 
admiration of its readers. 





unwholesome or debasing matter, for the delectation of sensa- 
N tion-monging readers, that will impair the purity of the youth- 


f 
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f 
( 
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‘ 
f 
f 
f 
f 
f 
f 
f 
f 
f 
f 
f 
f 
f 
f 
i 
f 
ful mind is ever published in THz OHIO FARMER. 
misleading announcements of fraudulent advertisers are ever ( 
NO admitted to its columns, and its readers are constantly and { 
carefully guarded against the wiles of all such sharks. 
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heralded to the world for the purpose of misleading the public 
generally and defrauding advertisers. 


\ (): mushroom growth, delusive or falsified circulation statements 


The confidence enjvyed by THE OHIO FARMER at the hands of 
its readers extends to every advertiser whose announcements are 
admitted to its columns, and as the attention of one reader who 
believes it is worth more to an advertiser than that of one hundred 
who doubt, the moral of advertising in THz On10 FARMER must be 
plain to all. 

A new Perfecting Press has just been put in, and the paper en- 
larged by the addition of four pages; this, together with general im- 
provement in all departments, marks its steady progress and has 
added many thousands of new subscribers to its list, so that it is 
safe to count on its being a constant visitor at the homes of over 
80,000 prosperous farmers during 1893. To get the ear and gain the 
confidence of these well-to-do people you can employ no surer 
medium ; besides, it has the largest actual circulation of any 
Weekly Agricultural Paper in America. 


Write for estimates to 
M. J. LAWRENCE & BRO., Pub’s, 
CLEVELAND, O. 
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THE WANAMAKER SWINDLE, 

The following table exhibits in the central 
column the postage actually paid on fifty-two 
issues of Printers’ Ink as per dates stated, 
In the right hand column is the correct 
amount of postage at second-class rates, The 
difference between the two columns represents 
the sum that has been unjustly exacted upon 
fifty-two issues: 





PRINTERS’ 





INK, 
Y. M. C. A’S MUST 


nor RECEIVE 
PRINTERS’ INK 


Post-OFFCE DEPARTMENT, 
Office of | 


THE THIRD ASSISTANT POSTMASTER-GENERAL, 
WASHINGTON, D. C., Dec. 30, 1892. 
Mr. J. ind FETT ee, Secretary Y. M. C. A., Okla- 
Sm—Your letter of the 26th inst., ocking that 
the publishers of NK be allowed to 
place that publication on the tree list of your 
Association, is at hand. 
reply, your attention is invited to the ac- 
company hig leteer cated December 28, 1892, ad- 
to Mtr. W Wilmerton, General Secre 
. C. ya A Pa., 
- a i * respectfull. x 
Mapison Davis, 


Acting Third Assistant Postmaster-General. 


bearing upon the 


Post-OFFicr DEPARTMENT, 


Office of 
THE TarRD Qpamtart POSTMASTER-GENERAL, 
ASHINGTON, D. C.. Dec. 28, 1892. 


Mr. N. : Wemmorten, Gen’l Secretary Y. M. C. 

., Chester, Pa.: 

nines letter of the 23d inst., ooking: that 

the publishers of PRivTERs’ INK be ¢ — 
to place that publication on : the . 


Where, however, advani 
prsvilege $0 to such an extent as t« to make the c 
ation ivilege Dp my the publication forfeits 
Raed becomes subject to presage 

mes su 
This is the case with 


at tie hird-c lass rate. 
NK. 
Your attention is invited, to a statement of the 
case found on to 72, Report of the Post- 
r-General for 1802, oe sent to your address by 
ScocmpeaEne i mail. 
( ed) MapIson Davis, 


Acting Assistant Postmaster-General. 

At the time Printers’ Ink was excluded 
from the mails as second-class matter it had 
over 46,000 subscribers and exchanges, and 
the plan of allowing publishers to obtain sub- 
scribers and pay for them with advertising 
space had been submitted to Hon. J. N 
yner, the Attorney-General assigned to 
duty at the Post-Office Department, and had 
hisapproval. The policy of the Department 
has made it impossible for Printers’ Ink to 
renew subscriptions of this sort, although it is 
just as legal to sella subscription for advertis- 
ing space asit is to sell it for cash. Not one 
aowagnper in a hundred has so small a list of 
tary subscribers as Prinrers’ Inx. 





$793 10 $72 10 dres 
479 60 43 60 
439 78 39 98 
498 52 45 33 
471 24 42 84 
510 95 46 45 
485 98 4 18 
485 85 4 35 
493 24 44 84 
127 05 11 55 
207 35 18 85 
553 20 36 88 
549 3A 49 94 
403 15 96 65 
588 83 53 53 
515 25 34 35 
444 40 40 40 
504 00 56 00 
481 41 53 49 
475 20 52 80 
485 10 53 90 
469 89 52 21 
485 19 53 91 
470 14 42 74 
350 00 41 67 
320 00 31 25 
320 00 $1 
285 20 41 67 
415 00 31 % 
420 00 41 67 
420 00 31 25 
420 00 53 62 
466 65 51 85 
458 37 41 67 
486 75 44 2% 
482 68 43 88 
478 17 43 47 
480 04 43 64 
483 84 53 76 
475 38 52 82 
482 58 53 62 
472 95 62 55 
483 93 53 77 
483 03 53 67 
497 64 45 2 
525 60 52 86 
485 O1 53 89 
466 20 51 80 
467 19 61 91 
465 68 44 35 
492 12 5A 68 
$49 60 37 13 
853 37 $2,355 30 
| ey ee $23,853 37 
baw obneescesongones 2,355 30 
I a Meo $21,498 07 








FINALLY DECIDED. 


Post-OFFICk DEPARTMENT, 
Office of 
THE THIRD ASSISTANT POSTMASTER-GENERAL, 
WASHINGTON, D. C., Jan. 7, 1893. 
Critic Publising Co., Halifax, Nova Scotia : 
—Your letter of the 12th ultimo, ad- 


jesigna’ 
In reply, I leave 
Inx has been finally Jocided by the’ ha. 
to L ease yt —~ Ee 1 + Lanes pat = 
copies of Sore ication, out regard to 

poe nner ich they are paid for or iroulated, 
will be ‘entitled to pass in the mails on payment 
of at the uniform rate of one cent for 
two ounces or cate thereof. 


ry respectfull § 
A. D. 4 


dhipasimsicinsicinai 
Printers’ Ink was excluded from the 
mails, so Hazen said, because it sold subscrip- 
tions and advertisements for a lump sum in- 
stead of a separate price for each. Finding 
that there was no law for that, it was next as- 
serted that exchanges were not subscribers, 
and that subscriptions paid for with advertis- 
ing space were illegitimate, Failing to find 
any law or regulation to sustain that view, the 
next assertion was that Printers’ INK was a 
circular, It then appearing that it was not 
nearly so much of a circular as the publication 
issued by the Postmaster-General himself, 
Mr. Wanamaker finally decided, ‘* Well, I'll 


exclude it, anyhow!” 











vy 
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A POINT WELL TAKEN. 
Our Homasteap, 
67 Fifth Ave., 
Conducted by Braxety Hatt, 
Joun_L. Douatass, Publisher. 
New York, Jan. 9, 1893. 
Editor of Printers’ Ink: 

Sin—In your long and hard struggle with 
the Post-Office officials regarding the right of 
Pxinters’ Ink to the privilege of entr 
second-class matter, the statement has fons 
made a number of times that the carrying of 
papers at the rate charged, viz.: one cent per 
pound, did not pay, and that chore was a loss 
on all business done at this rate. 

It is not my intention to dispute the state- 
ment as tothe loss claimed on second-class 
matter; but | would make the point that while 
there may be a loss on the simple carrying of 
newspapers at the present pound rates, I be- 
lieve that the letter postage, which is inci- 
dental to the publishing of newspapers, makes 
the low newspaper rate charged one of the 
greatest sources of revenue to the Post-Office 
Department because of the great amount of 
letter postage it necessitates to properly care 
for the subscribers. 

The publishers of the New York Recorder 
expended over three thousand dollars on the 
letter postage of one lot of mail matter sent 
out in three days when that paper was first 
started, and the letter postage paid by Our 
Homestead is far in excess of the second-class 
payment, not counting the amount paid by our 
correspondents and subscribers, 

If the Post-Office Department was run on 
the same lines as ordinary business is con- 
ducted, the above fact would have been seen 
long ago; but I suppose it is asking too much 
to have a Government Department run with 
the same care and with the same accomodat- 
ing spirit as would rule in private business. 

In regard to the controversy that PrinTErs’ 
Ink is having with the Post-Office Depart- 
ment, I think there can be but one ending, and 
your paper will, in all probability, be entered 
as second-class matter in the end. It is apt, 
however, to make the publisher whose pocket 
is not wall lined feel rather creepy when he 
contemplates ‘the possibility of receiving a 
notice from the Post-Office that his paper is 
not mailable, and this after he has complied 
with every rule that a careful reading of the 
regulations can suggest. 

Yours very truly, 
Joun L. Douctass, 





HAVE BEEN OF EXCEEDINGLY GREAT 
SERVICE. 


THE MonTREAL SILK MILLS Qoemane, ? 
MONTREAL, Dec. 27, 1892. f 


Editor Poqnune INK: 
itt to renew our subscri 

tion ane 44 valuable pa r upto firstof March, 

18%. You see we are wel ng rated of your 
A by, remitting before the 31 

e this oppo “4 to tell you that we 

ma. followed the case o INK and the 
Postmaster-CGene 





ea ee 
and a more ow of the kind, in our 
—e. has never oo rr trated. Our - —4 


tha Mr 
proved judgment ond al abilit should so la him. 
self open, Go +~~ a ined of jobbery, to criticism 
that—both =F ide vate and official capacity— 
will be sure 3 tel Ld y eqptnst es m. 


< ourselves, we have 
Bryon in ry you t uu eho the — conveyed 
our paper oe of ex- 
ay us, on it is on this 
t we — the opinion we here do 
the Post-Office’s ion. 
p: Yours truly, 
THE MONTREAL SILK MIs Co. 
: Henry I. Joseps, Mer. 


Pm 


WHAT IT MEANS, 


THE Myencome 3 st Panton NAGE, 
BRADFORD, N, Y., Dec. 29, i802. | 
Editor of sos rERS’ oes 
I have written Cu in be- 
half of Serer ‘publicatfon PRINTERS’ instoon 
and when I realize that the logical 
teeens ot the adverse decision of the outgoing 
Postmaster-General, if cmewen | up as @ prece- 
dent py & the 2, Incoming one, —— the exclu- 


mails, under ted States 
of every re ates periodical 1 the Uni Sta 
n to demand a And, o1 
panne LD f censors would, _ the end, be 
and wand the hay (vide Wanamaker)ex- 


glude eve ev ical from the 
ory pas except such as re x. their 
own ‘minds and boc . a I seals ater 
spec: vi none,” ould be 
motto in General Post-Office ‘ost-Office circles. 
Our erfodical church mumps Soe mal many 








of 
at orzok 





HE DON’T KNOW WHAT THEY WILL 
SAY! 


New York, Dec. 31, 1892. 
The Editor of Prixtexs’ Ink: 

I was assigned to see Mr. Gayler on De- 
cember 30 and ask him if the publishers of 
Printers’ Ink violated or infringed any postal 
rule by inserting the following advertisement 
in Printers’ Ink: 

“The price of the American N mag 4 Direc- 
p— A Ty and subscription to the book 
a for one year. Rowell & 

Co., publishers, No. 10 —— street, ye York.” 

I called on December 31, at 10 A. M., and 
saw Mr. Gayler, who referred me to the Sec- 
ond Assistant Postmaster, Mr. Post. 

Mr. Post read the sentence and said: 
“ That's the kind of thing that got Printers’ 
INK into trouble.” 

Then you think that it is not allowable? I 
asked, 

* Well, I wouldn't like to say, We don’t 
want to give a decision that will conflict with 
the Washington Department. You'd better 
write to Mr. Hazen, the Third Assistant Post- 
master-General at Washington.” 

But what do you think will be the answer ; 
it is not against any of the rules, is it? 

“*T don’t think it is, but Printers’ Ink has 
been fighting them so much that I don't know 
what they will say.” 

Well, then, am I to infer that, in the ab- 
sence of any definite rules, the Department’s 
decision is colored by prejudice or personal 
feeling ? 

“TI won’t say that, but we can’t tell what 
their decision will be. It will all depend on 
how they feel about the matter. But, as I 
said before, I don’t want to say anything 
about it, because we don’t want to conflict 
with the Washington Department, Write to 
Mr. Hazen, he will tell you.” 

Respectfully yours, 
G, A. Syxgs. 
- 








} 
i 
| 
\ 





176 


PRINTERS’ INK. 


“I was just going to say that” 


few realize the growth, rapid and substantial, which 
marks the progress of American cities. Among 
them are destined to be the three grandest cities in 
the world. The American boy now with us will 
live to see Berlin, Paris and London left far behind; 
for with 250 millions in the Republic, 20 millions is 
a conservative figure, based on past growth, for the 
aggregate population in 1960 of those three grand 
American cities. And San Francisco will be one 
of the three. 

Truly, advertising is in its infancy; for to sell 
one’s product is the hill of difficulty which confronts 
every man. 

It is easy enough to make; but to sell what you 
have, whether it be brains or bric-a-brac, medicine 
or merchandise, soap or service; to convert into 
solid cash—there’s the rub! 

One thing is certain—goods unsold bring no 
profit; and unsung, unsold, is the rule. 

What about advertising now? If you are 
ready to put out a “feeler” is not San Francisco a 
good point? 

From Alaska to Mexico there are four news- 
papers only on the Pacific Coast having over 25,000 
circulation. One of the four, and the only evening 
paper, is the San Francisco Report, which has a 
Known Circulation of 47,000 copies daily. 

Financial and other news from London and New 
York appears a day in advance in THe Report, 
thus longitude conspires with enterprise to anni- 
hilate time and make the evening newspaper in 
San Francisco the leading financial journal. 

If you conclude to advertise in but two news- 
papers in the Pacific States should not THE 
REPORT be one of the two? 

It certainly should. 


A. FRANK RICHARDSON, 


Tribune Building, New York. | Chamber of Commerce, Chicago. 











> 19 
y 





